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with  the  U.S.  Foreign  Service-Department  of  State.  Most 
reports  are  based  on  research  conducted  by  overseas  con- 
tractors under  U.S.  Foreign  Service  supervision  or  by  eco- 
nomic and  commercial  officers  of  the  Foreign  Service  or 
Department  of  Commerce. 
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not  necessarily  imply  the  concurrence  of  the  Department  of 
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As  part  of  its  marketing  information  program,  OIM  makes 
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basis,  eight  types  of  publications  and  reports. 

1.  Global  Market  Surveys:  In-depth  reports  covering  20-30 
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group  of  related  industries. 

2.  Country  Market  Sectorial  Surveys:  In-depth  reports  cover- 
ing the  most  promising  U.S.  export  opportunities  in  a  sin- 
gle foreign  country.  About  15  leading  industrial  sectors  are 
usually  included. 

3.  Producer  Goods  Research:  In-depth  reports  covering  the 
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goods  industry,  or  group  of  industries. 

5.  International  Marketing  Newsmemo:  Information  bulletins 
received  directly  from  the  U.S.  Foreign  Service;  reports 
prepared  by  U.S.  businessmen  or  Department  of  Com- 
merce officers;  and  usually  distributed  unedited.  They 
cover  a  wide  variety  of  industries,  products,  and  countries. 

6.  Overseas  Business  Reports:  Reports  that  include  current 
and  detailed  marketing  information  on  all  of  our  leading 
trading  partners.  Most  are  revised  annually. 

7.  Foreign  Economic  Trend  Reports:  Annual  or  semiannual 
reports  prepared  by  the  U.S.  Foreign  Service  that  cover, 
individually,  almost  every  country  in  the  world. 

8.  International  Marketing  Events:  Brief  market  summaries  in 
support  of  trade  promotion  events  organized  by  the  Office 
of  International  Marketing.  Also,  detailed  calendars  of 
upcoming  events. 

To  supplement  and  up-date  the  marketing  information  avail- 
able in  this  series,  and  for  specific  ordering  information,  we 
suggest  that  you  telephone  the  nearest  Department  of  Com- 
merce District  Office  or  the  Country  Marketing  Manager  re- 
sponsible for  the  area  or  areas  in  which  you  are  interested.  A 
directory  of  these  key  people  and  offices  is  printed  on  the 
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HAS  A  MAJOR  MARKET  FOR  YOUR   PRODUCTS  GROWN  MORE  THAN 

20  PERCENT  ANNUALLY  DURING  THE  LAST  FIVE  YEARS? 

if  you  export  CONSUMER  GOODS,  the  answer  is  YES! 


Growth  Export  Markets  for 
U.S.  Consumer  Goods 


This  is  the  first  in  a  series  of  publica- 
tions about  the  sales  of  U.S.  consumer 
goods  abroad — their  dynamic  growth 
patterns  and  their  promise  for  the 
future. 

"In-Store  and  Mail  Order  Promotions" 
are  designed  to  stimulate  the  sale  of 
American  consumer  goods  through 
foreign  retailers.  The  individual 
promotions  are  arranged  by  the 
Commerce  Department's  Office  of 
International  Marketing  in  cooperation 
with  the  U.S.  Foreign  Service.  This 
publication  is  a  report  on  that  pro- 
gram. Subsequent  publications  in  this 
series  will  provide  more  detailed 
marketing  information  on  selected 
products  in  specific  foreign  countries. 

A  15-country  sampling  of  foreign 
department  stores  and  mail-order 
houses  now  active  in  promoting  sales 
of  U.S.  consumer  goods  is  listed  in 
the  back  of  this  report.  The  same 
section  also  contains  a  bibliography 
of  other  Commerce  Department  publi- 
cations dealing  with  foreign  markets 
for  U.S.  consumer  goods,  a  listing 
of  forthcoming  Commerce  trade 
promotion  events  for  U.S.  consumer 
goods,  and  a  listing  of  useful  contacts 
in  the  Department  of  Commerce. 


SINCE  1970,  through  periods  of 
prosperity,  double-digit  inflation, 
and  a  severe  recession,  a  wide 
range  of  American  consumer  products 
has  been  scoring  record  sales  gains 
abroad. 

The  value  of  consumer  goods 
exported  from  the  United  States  in 
1974  exceeded  $6  billion,  more  than 
double  the  1970  total.  Exports  of 
consumer  nondurables  (see  Figure  1) 
were  nearly  40%  greater  than  dura- 
bles in  1970,  the  first  year  of  the 
period  under  review.  By  the  end  of 
1973,  exports  of  American  consumer 
durable  goods  had  grown  over  100%. 
One  year  later  such  shipments 
represented  more  than  half  of  the 
value  of  all  U.S.  consumer  goods 
exports.  The  value  of  U.S.  exports  of 
consumer  durable  goods  since  1970 
has  grown  at  an  average  annual  rate 
of  nearly  30%,  while  the  average 
annual  growth  rate  for  the  value  of 
consumer  nondurables  has  been  about 
18%. 

Fastest  Selling  U.S.  Exports 

The  following  are  the  product 
categories  having  the  fastest  annual 
growth  rates  out  of  those  shown  in 
Figures  4-6: 


Average 

Fastest  Selling  U.S. 

Annual 

Export  Products 

Growth 

Household  Textiles 

56 

Optical  Goods  and 

Equipment 

47 

Furniture  and   Home 

Furnishings 

46 

Household  Appliances 

40 

Miscellaneous  Clothing 

39 

Lawn  and  Garden  Equipment 

38 

Audio-Visual  Equipment 

and 

Musical  Instruments 

37 

Jewelry 

37 

Toys  and  Games 

36 

Though  many  factors  are  stimulat- 
ing United  States  exports,  it  is  inter- 
esting to  note  in  Figure  1   that 
consumer  goods  exports  began  their 
current  strong  rise  in  1972,  after  the 
first  realignment  of  the  world's  leading 
currencies  under  the  Smithsonian 
Agreement  of  December  1971.  The 


effect  of  this  and  subsequent  actions 
has  been  to  reduce  the  cost  of 
American-made  goods  and  services 
when  expressed  in  foreign  currencies. 
Leading  department  stores  overseas 
attribute  the  success  of  their  special 
promotions  of  U.S.  consumer  prod- 
ucts during  1974  and  1975  to  a 
combination  of  social  and  commercial 
trends.  These  trends  include  the 
popularity  of  western  modes  of  dress, 
the  adoption  of  American  customs 
and  living  styles,  the  "leisure-time 
revolution,"  the  increase  in  disposable 
incomes,  the  easing  of  import  re- 
strictions, the  competitive  pricing  of 
American  consumer  products  and  the 
wide  acclaim  for  their  quality. 

A  brief  report  of  the  results  of  the 
most  recent  In-Store  and  Mail  Order 
Promotions  abroad  follows: 

Commerce    In-Store    and 
Mail  Order  Promotions 

The  promotion  of  consumer  goods 
exports  by  Commerce's  Bureau  of 


Figure  1 

U.S.  EXPORTS  OF 
CONSUMER  GOODS, 
nonfood,  except  cars 
and  aircraft,  1970-74 
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Durables,  1974  ($  millions) 
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Figure  3 

U.S.  Exports  of 

Consumer  Nondurables,  1974  ($  millions) 


Tobacco  products 


Medicinal  &  pharm 
products 


Other  nondurables 
cosmetics,  toiletries 
cleansers,  writing 
supplies,  etc. 


Books,  magazines,  maps 
&  other  printed  matter 


Footwear,  luggage, 
apparel  of  leather, 
fur,  rubber  or 
plastic 


Apparel  &  household  textile 
finishings,  exc.  rugs 


International  Commerce  was  stepped 
up  starting  in  1972.  Under  the  In-Store 
and  Mail-Order  Promotion  Program, 
leading  retailers  in  foreign  countries 
hold  sales  events  featuring  consumer 
merchandise  made  in  the  United 
States. 

In-Store  Promotions  are  usually  held 
for  one  week  or  longer  in  large 
department  stores  in  major  foreign 
markets. 

Hard-hitting  ads  using  the  "made  in 
U.S.A."  theme  are  carried  to  the 
public  by  radio,  television,  news- 
papers, and  direct  mail. 

Mail-Order  Promotions  use  the 
foreign  mail-order  catalog  as  a  vehicle 
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to  sell  U.S.  merchandise.  Promotion 
merchandise  items  are  shown  with 
"made  in  U.S.A."  or  an  American  flag 
placed  next  to  each  article  to  signify 
that  the  goods  were  made  in  the 
United  States. 

Both  In-Store  and  Mail-Order 
Promotions  are  sponsored  by  the 
Department  of  Commerce  with  limited 
budgetary  support.  Commerce  also 
assists  the  foreign  retailer  in  purchas- 
ing American  merchandise  for  the 
promotion  by  identifying  potential 
U.S.  suppliers  and  buying  offices  and 
making  arrangements  for  the  retailer's 
buyers  visiting  the  United  States  to 
meet  with  suppliers  and  attend 
domestic  trade  events.  Department 
stores  are  also  helped  in  obtaining 
"center  pieces"  and  point-of-sale 
promotional  materials  to  draw  shop- 
pers to  the  in-store  display  of  U.S. 
merchandise.  These  traffic  stoppers 
include  moon  rocks,  a  golf  museum, 
stage  coaches,  the  Philadelphia  Boy's 
Choir,  Bicentennial  objects  such  as 
early  American  and  Indian  costumes, 


state  flags,  and  stamps,  Disneyland 
shows,  Norman  Rockwell  exhibits,  and 
U.S.  Travel  Service  films. 

The  Most  Prestigious  Stores  Feature 
U.S.  Goods 

The  world's  leading  department  store 
chains  and  mail-order  houses  are 
purchasing  increasing  quantities  of 
American  consumer  products  through 
Commerce's  In-Store  and  Mail  Order 
Promotions  Program. 

Europe  is  represented  by  stores  such 
as  KENDAL  MILNE  of  the  House  of 
Fraser  in  the  United  Kingdom, 
NOUVELLES  GALERIES  in  France, 
LA  STANDA  of  Italy,  GALERIAS 
PRECIADOS  of  Spain,  GALERIES 
ANSPACH  of  Belgium,  NORDISKA 
KOMPANIET  of  Sweden,  KASTNER  & 
OEHLER  of  Austria,  and  MAUS 
FRERES  of  Switzerland. 

In  the  Far  East,  increased  purchases 
of  United  States  goods  are  being 
made  by  such  respected  retailers  as 
Australia's  DAVID  JONES,  GEORGES, 
AND  GRACE  BROS;  Hong  Kong's 
WING   ON,  SHUI   HING,  SINCERE, 
DRAGON  SEED,  and  CRANE  STORES; 
Singapore's  ISETAN  and  METRO. 

In  Japan,  all  of  the  major  chains,  in- 
cluding DAIMARU,  ISETAN,  HANKYU, 
MATSUZAKAYA,  MITSUKOSHI, 
SEIBU,  MARUI  IMAI,  TAKASHIMAYA 
are  devoting  increasingly  greater 
efforts  and  resources  to  the  promotion 
of  American  merchandise.  Many  of 
those  organizations  are  planning  large 
purchases  for  their  U.S.  Bicentennial 
theme  events  in  1976. 

U.S.  Sales  Abroad 
Outpace  Domestic  Sales 

Sales  of  American  consumer  goods 
to  the  international  markets  shown 
in  Figures  7  and  8  have  accelerated  at 
a  faster  clip  than  domestic  sales  of 
most  consumer  products.  Average 
annual  growth  rates  in  value  of  U.S. 
exports  to  the  areas  listed  ranged 
from  24.5  percent  to  32  percent  for 
durable  goods  and  from  15.3  to  27.5 
for  nondurable  goods. 

Western  Europe  is  by  far  the  biggest 
customer.  In  1974,  Europeans  bought 
about  32  percent  of  U.S.  durable 
goods  exports,  valued  at  $1  billion, 
and  19  percent  of  nondurables, 
worth  $962  million. 


The  most  spectacular  growth  in  1974 
was  experienced  in  durable  goods 
exports  to  Australia-Oceania  and  the 
Near  East.  Sales  to  Australia-Oceania 
rose  110  percent  in  that  year  to  a 
value  of  $146  million,  due  principally 
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to  a  relaxation  of  Australian  import 
restrictions,  while  shipments  to  the 
Near  East  rose  an  impressive  80 
percent  of  $141  million  because  of  the 
soaring  purchasing  power  of  the  oil 
producing   nations.   American    manu- 
facturers of  nondurables  also  did  a 
brisk  business  to  these  same  areas, 
shipping   merchandise  worth   $146 
million  to  Australia-Oceania,  up  52 
percent  over  1973,  and  $185  million 
to  the  near  East,  for  an  increase  of 
50  percent. 


Australia 


Recent     currency     revaluations     and 
tariff  cuts  have  improved  significantly 
the  outlook  for  imports  of  American- 
made  items  such  as  home  appliances 
and  housewares.  Australians  are  earn- 
ing higher  wages  and  have  come  to 
demand  modern  conveniences  as  they 
seek  a  higher  standard  of  living. 

The  most  sought  after  items  are  in 
the  appliance  field,  American  toasters, 
steam  irons,  hair  dryers,  and  gas 
ranges.  Food  freezers,  although  a 
relatively  new  item  to  the  Australian 
homemaker,  are  expected  to  experi- 
ence a  steady  growth  in  sales.  Other 
manufactured  products  presently 
being  imported  from  the  United  States 
include  dishwashers  and  air  condi- 
tioners. The  United  States  is  also  a 
major  supplier  of  components  for  a 
wide  range  of  home  appliances 
assembled  in  Australia. 

Although  the  downturn  in  the  Aus- 
tralian economy  in  mid-1974  and 
record  imports  have  prompted  the 
Australian   Government  to   impose 
tariff  quotas  on  selected  imports,  in- 
cluding certain  textiles,  electric 
refrigerators,  clothes  dryers,  and 
washing  machines,  the  action  permits 
importation  of  the  effected  products 
to  continue  at  1972-74  levels  and 
dutiable  at  rates  applicable  December 
9,  1974.  Moreover,  most  consumer 
products  are  excluded.  Consequently, 
continued  growth  in  total  U.S.  exports 
of  consumer  goods  to  Australia 
is  anticipated. 


Australian  consumption  of  toys  and 
games   is   also   relatively   high,   with 
an  average  annual  expenditure  for 
items  in  this  category  of  more  than  $9 
per  person.  Educational  games  and 
mechanical  toys  from  the  United 
States  are  good  sellers. 

As  a  result  of  a  special  United  States 
promotion    at   GEORGES    AUS- 
TRALIA   LTD.,    a   top    Melbourne    de- 
partment store,  the  demand  for 
American  domestic  linens  has  acceler- 
ated. United  States  quality  sheets 
and  towels  were  best  sellers  during 
this  promotion,  as  were  American 
cosmetics,  volume-priced  women's 
apparel,  and  costume  jewelry.  Special 
cosmetics   presentations  generated 
considerable  consumer  interest  and 
sales  of  costume  jewelry  registered 
rapid  growth,  with  retail  sales  increas- 
ing at  an  annual  rate  of  12  percent. 


Results  of  this  in-store  promotion  de- 
monstrated the  increasing  affluence  of 
the  Australian  consumer,  as  well  as 
the  impact  of  the  so-called  "leisure- 
time  revolution."  In  this  context, 
"leisure-time"  is  defined  to  include, 
in  addition  to  active  sports,  the  extra 
time  devoted  to  hobbies,  group  activi- 
ties,  and   social   occasions,   many 
of  which  create  a  demand  for  ex- 
panded wardrobes,  jewelry  and  other 
accessories,  as  well  as  special  equip- 
ment and  materials.  United  States 
fashion  trends  greatly  influence  the 
Autralian  market.  For  example,  60 
percent  of  recent  turnover  in  costume 
jewelry  has  been  in  earrings,  sterling 
silver  pendants  and  American  Indian 
(Navajo)  jewelry.  American  television 
programs  can  affect  significantly 
Australian  consumer  preferences.  An 
unprecedented  demand  was  created 
for  a  digital  watch,  similar  to  that 
worn  by  Kojak  in  the  popular  TV 
series,  an  item  which  retails  in 
Australia  at  $25  to  $45. 
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Figure  8 

U.S.  Exports  of 
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Despite  recently  depressed  economic 
conditions  in  Japan,  consumer  de- 
mand remains  strong  and  momentum 
toward  an  improved  and  varied  life 
style  continues.  An  important  element 
of  this  clearly  discernible  trend  is 
the  acquisition  of  more  imported 
consumer  goods.  U.S.  product  lines 
generally  sell  well  against  comparable 
European  merchandise,  and  in  some 
instances  have  a  strong  competitive 
edge.  U.S.  exports  of  consumer  dura- 
bles to  Japan  grew  162%  between 
1970-74,  reaching  $259  million,  while 
American  shipments  of  nondurables 
rose  139%   to  $275  million. 

Japanese  retailers  continue  to  pur- 
chase large  quantities  of  American 
made  housewares,  apparel,  sporting 
goods,  appliances,  toys,  games,  hard- 
ware, home  furnishings,  novelties  and 
outdoor  equipment  to  meet  the  de- 
mand for  U.S.  products. 

According  to  Census  Bureau  compila- 
tions of  1974  exports  to  Japan,  the 
top  sellers  among  consumer  durables 
were  toys,  sporting  and  amusement 
equipment,  and  pleasure  boats,  valued 
at  nearly  $72  million.  These  were 
followed  by  floor  coverings,  furniture, 
musical  instruments,  cameras,  and 


optical  and  hearing  aids,  with  a  total 
value  of  $60  million.  Electric  house- 
hold appliances,  including  air  condi- 
tioning, accounted  for  $40  million  in 
export  sales.  The  best  selling  non- 
durables  included  medical  and  phar- 
maceutical preparations  valued  at 
$138  million.  Sales  of  cosmetics, 
toiletries,  notions,  cleaners,  and  writ- 
ing supplies  amounted  to  almost  $62 
million.  Exports  of  books,  magazines, 
maps,  and  other  printed  material 
added  up  to  $23  million.  Market 
planners  in  the  United  States  point 
to  the  following  trends  in  the  Japanese 
economy  as  indicators  of  a  much 
improved  market  for  American  con- 
sumer products: 

□  With  rising  domestic  production 
costs,  prices  of  Japanese  consumer 
goods  have  become  less  competi- 
tive. 

□  The   February   1973   realignment 
between  the  U.S.  dollar  and  the 
Japanese  yen  has  given  imported 
American  consumer  goods  an  even 
greater  price  advantage. 

□  An  easing  of  import  restrictions. 

□  A  10  percent  annual  increase  in 
Japanese  consumer  income. 

□  An  increased  demand  for  American 
consumer  goods  attributable  to 
rising  numbers  of  Japanese  touring 
the  United  States. 

□  While  the  short  supply  and  high 
cost  keeps  most  Japanese  con- 
sumers out  of  the  housing  market, 
it  stimulates  them  to  save  more  and 
spend  more  on  smaller  items  to 
improve  the  quality  of  life. 

In  recognition  of  the  improving  market 
in  Japan  for  imported   consumer 
goods,  seven  leading  Japanese  retail 


chains  have  held  in-store  sales  pro- 
motions of  American  merchandise. 
These  events  generated  $5  million 
worth  of  incremental  purchases  of 
U.S.  products. 

Best  sellers  were  quite  varied.  They 
included  glassware,  towels,  draperies 
and  rugs,  kitchenware,  thermos  bot- 
tles, refrigerators,  blenders,  portable 
mixers,  men's  slacks  and  other  sports- 
wear, and  women's  better  dresses. 

The  young  and  the  status-conscious 
demonstrate  a  preference  for  foreign 
products,  and  the  casual  American 
look  is  very  popular.  Not  only  is  the 
American  western  style  fashionable, 
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but  the  American  manufacturer's 
brand  label  helps  to  identify  the 
wearer  as  among  the  elite. 

Active  sportswear  is  a  rapidly  de- 
veloping category  of  consumer  mer- 
chandise with  excellent  sales  pros- 
pects, since  the  Japanese  devote  an 
increasing  share  of  their  leisure  time 
to  sports  activities.  With  respect  to 
sporting  goods,  golf  equipment  and 
apparel,  camp  stoves,  lanterns,  and 
coolers  all  sell  well.  American  football 
equipment  is  a  new  category  with 
great  appeal,  especially  to  the  younger 
Japanese.  One  store,  ISETAN,  has 
established  a  corner  speciality  shop 
that  carries  only  U.S.  football  equip- 
ment. 

Promotional  efforts  included  extensive 
direct  mail,  newspaper,  television, 
and  radio  advertising,  special  decora- 
tions, give-aways,  exhibits,  and  per- 
sonality appearances.  Moon  rock 
exhibits  drew  tremendous  crowds,  as 
did  appearances  by  the  Philadelphia 
Boys  Choir,  exhibits  of  Indian  and 
early  American  costumes,  state 
flags,  and   Bicentennial   stamps. 


DAIMARU,  a  leading  chain  head- 
quartered in  Osaka,  kicked  off  a  series 
of  promotions  in  March  1975  for 
which  it  purchased  $1.9  million  worth 
of  American  consumer  goods.  The 
following  U.S.  products  sold  best  in 
the  week-long  events  held  in  this 
firm's  branches  in  Osaka,  Kobe,  Kyoto, 
Tokyo,  Hachioji  and   Machida:  golf 
clubs  and  footballs,  refrigerators  and 
traffic  appliances,  housewares,  furni- 
ture, pianos  and  organs,  glassware, 
writing  pens,  women's  foundations, 
accessories,  cosmetics,  jewelry,  men's 
slacks,  neckties  and  shoes,  toys  and 
games,  cameras  and  eye  glasses,  and 
towels  and  sheets. 

MATSUZAKAYA,  Tokyo's  third  largest 
chain,  opened  the  "American  Week 
'75"  promotion  in  April  at  12  branches. 
This  firm  focused  its  promotional 
efforts  on  more  than  $800,000  worth 
of  American  housewares,  children's 
and  infant's  apparel,  and  sporting 
goods. 

HANKYU  department  stores  in  Osaka 
purchased  $1.3  million  of  American 
products  for  their  Bicentennial  Promo- 
tion held  in  April.  Large  numbers  of 
people  came  to  see  the  Norman 
Rockwell  Exhibition,  the  Disneyland 
Show,  and  U.S.  Travel  Service  films 
which  were  publicized  by  direct  mail, 
newspaper,  radio,  and  point  of  pur- 
chase advertising.  Best  sellers  were: 


□  Kitchen  utensils 

□  Thermos   bottles 

□  Place  mats 

□  Large   combination    refrigerator- 
freezers 

Q  Blenders 

□  Ovens  and  toasters 

□  Glass  tumbler  sets 

□  Towels 

□  Antique  Indian  jewelry 

□  Old  automobile  license  plates 

□  Golf  clubs 

3  Fountain  pens 

□  Men's  belts,  shoes,  and  socks 

□  Children's  T-shirts  and  stuffed 
animals 

□  Pianos  and  organs 

□  Cameras 

One  significant  result  of  these  promo- 
tional activities  has  been  the  estab- 
lishment of  long-range  associations 
between  Japanese  buyers  and  Ameri- 
can suppliers.  For  example,  as  a 
result  of  the  first  in-store  event — a 
million-dollar  campaign   by   the 
SEIBU  department  store  chain  and 
SEIYU,  its  supermarket  subsidiary, 
SEARS-ROEBUCK  was  motivated  to 
establish  a  mail-order  facility  in  Japan. 
SEIBU  INTENATIONAL  reciprocally 
has  acquired  distribution  rights  for 
SEARS  merchandise  throughout  the 
country.  Sales  are  no  longer  limited 
to  mail  order  counters  in  selected 
stores.  SEIBU  has  moved  from  mail 
order  to  off-the-floor  sales  in  its  100 
stores  in  metropolitan  Tokyo.  These 
activities  resulted  in  a  $7-million 
export  of  U.S.  housewares  and  appli- 
ances in  1974. 


Hong  Kong 


Taiwan 


Sales  of  United  States  consumer 
products  in  Hong  Kong  continue  to 
mount.  Sales  in  1974  increased  ap- 
proximately 50  percent  in  value  and 
25  percent  in  volume  as  U.S.  goods 
became  more  cost  competitive, 
showed  obvious  high  quality,  and 
were   given    increased    promotional 
efforts. 

The  first  American  Fortnight  was 
staged  in  1973  by  the  American 
Chamber  of  Commerce  and  supported 
by  the  U.S.  Department  of  Com- 
merce. It  re-established  the  leadership 
of  American  consumer  products  in 
Hong  Kong,  overtaking  European  and 
Japanese  competitors.  Special  in- 
store  promotions  of  U.S.  products 
were  held  concurrently  in  five  leading 
stores:  SHUI   HING,  WING  ON, 
SINCERE,   DRAGON  SEED,   and 
CRANE  STORES,  as  well  as  in  the 
MODE  ELITE  fashion  boutiques. 
American  apparel  was  especially 
popular,  with  promotions  highlighting 
its  style,  simplicity,  and  youthfulness. 
American  sheets,  towels,  and 


bedspreads  had  excellent  sales,  as  did 
cosmetics,  costume  jewelry  and 
luggage. 

U.S.  consumer  goods  were  again 
featured  during  the  1975  citywide 
"American  Fortnight"  promotion  in 
Hong  Kong.  This  1975  event  was 
expanded  to  introduce  and  pro- 
mote additional  American  products 
to  the  4  million  residents  of  Hong 
Kong  as  well  as  throughout  the  adja- 
cent region.  Purchases  of  consumer 
goods  for  this  event  should  total  well 
over  $3  million. 
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Since  the  removal  of  consumer  prod- 
ucts from  the  Controlled  Import  List 
in  March  1973,  American  products 
have  been  imported  in  substantial 
quantities.  In  the  fall  of  1973,  FAR 
EASTERN   DEPARTMENT  STORES 
LTD.,  the  largest  department  store 
chain  on  Taiwan,  staged  a  major  pro- 
motion to  introduce  United  States 
products  to  the  Taiwan  market.  This 
sales  event  was  held  in  three  cities 
and  attracted  2  million  visitors.  Ameri- 
can goods  valued  at  more  than 
$250,000  were  purchased  for  this 
event,  and  during  the  following  six 
months  following  the  promotion,  FAR 
EASTERN   bought  an  additional 
$500,000   worth   of  American   mer- 
chandise. Store  executives  reported 
that  ihey  would  continue  to  order 
American  merchandise  in  large  quan- 
tities. Many  of  the  following  best 
selling  items  were  added  to  the 
regular  merchandise  offered  by  FAR 
EASTERN:  electrical  appliances, 
kitchen  utensils,  glassware,  children's 
toys,  tricycles,  bathroom  rug  sets, 
sporting  goods,  and  hair  grooming 
accessories. 

Following  the  lead  of  FAR  EASTERN, 
local  distributors  are  now  importing 
and  selling  such  major  American 
home  appliances  as  refrigerators,  air 
conditioners,  and  washer/drier  com- 
binations, as  well  as  color  TV  and 
home   entertainment  systems. 

The  second  major  sales  promotion  of 
U.S.  goods  took  place  in  November 
1975  at  the  new  TAH  SHING  depart- 
ment stores  in  Kaohsiung,  Taiwan's 
second  largest  city.  TAH  SHING 
participated  in  an  official  Republic  of 
China  government-sponsored   buying 
mission  to  the  United  States  to  make 
purchases  of  over  $300,000  worth  of 
merchandise  for  this  event. 

Categories  of  American  goods  pur- 
chased  include:   electric  home  ap- 
pliances, personal  care  electrical 
items,  hardware,  garden  supplies, 
outdoor  cooking  equipment,  glass- 
ware, sporting  goods,  luggage  and 
small  leather  goods,  stationery, 
infant  furniture  and  accessories,  home 
textiles  and  bath  goods,  cosmetics 
and  toiletries,  women's  sportswear 
and  lingerie,  men's  underwear,  sports- 
wear and  accessories,  infants'  and 
children's  apparel. 
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Switzerland 


The  general  prosperity  and  high  living 
standards  of  Switzerland  are  fac- 
tors favoring  increased  United  States 
sales  of  consumer  goods.  American 
goods  are  also  now  more  price 
competitive  in  Switzerland  as  a  result 
of  monetary  realignments  since  1972. 

MAUS  FRERES,  Switzerland's  largest 
department  store  chain,  conducted 
a  special  promotion  (called  USA 
TIME)  of  a  wide  range  of  U.S.  products 
in  their  31  outlets  during  May  1974. 
The  Swiss  retailers  purchased  nearly 
$1  million  worth  of  American-made 
consumer  goods  ranging  from  aprons 
to  washing  machines  for  their  USA 
TIME  promotion. 

Bath  shop  items  such  as  towel  sets, 
bath  mats  and  accessories  in  metal, 
plastic  and  earthenware  were  among 
the  best  sellers  during  this  event. 
Other  well   accepted   categories  of 
U.S.  products  were  glassware,  gadgets 
for  the  home,  and  educational  toys 
for  children.  Swiss  consumers  re- 
portedly considered  U.S. -made  chil- 
dren's clothing  to  be  well-designed, 
well-made,  and  a  good  buy.  MAUS 
FRERES  also  rang  up  excellent  sales 
results  for  lingerie,  beauty  products, 
and  novelty  items  such  as  fancy  soaps 
and  coordinated  stationery  sets  dur- 
ing the  USA  TIME. 
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Spain 
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United  States  consumer  products  gen- 
generally  enjoy  an  excellent  reputation 
for  quality  in  Spain,  where  attractive 
packaging  and  competitive  prices  are 
helping  to  improve  sales  of  American 
goods.  GALERIAS  PRECIADOS,  a 
leading  department  store  with 
branches  throughout  Spain,  capitalized 
on  this  reputation  by  staging  a  major 
promotion  of  American  products  in 
March  1975.  This  three-week  event  in 
14  stores  resulted  in  sales  of  more 
than  $2.5  million  worth  of  United 
States  merchandise.  This  firm  created 
an  excellent  public  response  through 
extensive  promotional  efforts,  using 
radio,  TV,  billboards,  newspapers,  and 
magazines.  Spanish  consumers  turned 
out  to  view  a  moon  rock  display,  a 
collection  of  U.S.  state  flags,  and  a 
performance  by  the  United  States 
Air  Force  band. 

The  management  of  GALERIAS  at- 
tributed their  sales  success  largely  to 
the  competitive  prices  of  United 
States  products.  Best  sellers  for  the 
home  were  glassware  and  decoration 
articles,  towels  and  linens,  upholstery 
materials,  wall  clocks,  and  house  and 
garden  furniture.  Other  U.S.  products 
which  sold  well  throughout  Spain  were 
blue  jeans,  cotton  undershirts,  travel 
articles,  golf  carts,  and  garden  tools 
and  accessories. 
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Belgium 


American  consumer  goods  scored 
impressive  sales  records  at  GALERIES 
ANSPACH,  a  subsidiary  of  Sears 
Roebuck  &  Co.,  in  Brussels  during  its 
April  1975  promotion  of  U.S.  products. 
Backed  by  hard-hitting  newspaper 
advertising  and  in-store  promotion 
materials,  the  event  was  successful 
in  moving  American  consumer  prod- 
ucts valued  at  over  $400,000,  or 
300%  more  than  during  the  previous 
six-month  buying  period.  The  depart- 
ment stores  reporting  the  following 
best  sellers: 

□  Bedding  and  bath  shop  items 

□  Refrigerators 

□  Lawnmowers  and  garden  tools 

□  Quality  hand  tools 

□  Sporting  goods 

□  Furniture 

□  Auto  accessories 

□  Home  fashion  accessories 

□  Wearing  apparel 

A  follow-up  promotion  is  planned  for 
November,  with  the  sales  goal  set  at 
eight  times  that  of  the  April  event. 


Galeries 
cy4nspach 
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Nous  avons  une  formule  de  facilites  de 
paiement  qui  repond  aux  besoins  de  chacun. 


Sears© 
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BRUXELLES  CENTRE. 
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Satisfaction  garautlc  o 
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Sweden 


One  of  Stockholm's  leading  de- 
partment stores,  A.  B.  NORDISKA 
KOMPANIET,  recently  featured  eight 
different  categories  of  American  con- 
sumer goods  during  a  sales  campaign 
spanning  a  period  of  over  two  months. 
This  store's  first  two-week  theme 
spotlighted  Golf  From  America,  with 
displays  of  golf  shoes,  balls,  gloves 
and  other  fairway  accessories  and 
equipment.  The  second  promotional 
theme  featured  a  full  range  of  American 
textiles,  with  bedding,  towels,  and 
sheets  heading  the  Swedish  con- 
sumers' buying  list.  An  added  feature 
of  this  campaign  was  the  opening  of  a 
Fieldcrest  shop  in  NORDISKA 
KOMPANIET's  Stockholm  store. 

American  towels  were  a  sellout  on 
the  opening  day  of  this  promotion. 

Other  themes  figuring  in  the  more- 
than-$500,000   worth   of   American 
products  purchased,  included  mens' 
shirting  and  accessories,  outdoor 
grills,  garden  equipment  and  furniture. 


JRADGARDS 
iMOBLER 

ifranAMERIKA 
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Sales  Contacts  Overseas 


CONSUMER  GOODS 
Trade  Promotion  Events 


The  Department  of  Commerce  spon- 
sors a  variety  of  promotional  events 
designed  to  assist  American  firms 
and  their  representatives  in  develop- 
ing export  markets.  Organized  and 
staged  by  the  Office  of  International 
Marketing,  the  events  described 
below  are  utilized  by  U.S.  suppliers 
of  consumer  products  in  particular  to 
penetrate  new  markets,  increase 
sales,  and  find  foreign  agents  and 
distributors  for  their  products. 

□  In-store  and  Mail-Order  Promotions 
— Sales  events  held  by  large 
retail  establishments  in  foreign 
countries  featuring  U.S. -made 
consumer  merchandise  and  includ- 
ing an  extensive  advertising  cam- 
paign using  the  "MADE  IN  U.S.A." 
theme.  U.S.  suppliers'  identification 
and  effective  promotional  support 
are   provided   to   participating   re- 
tailers. 


□  Trade   Center   Exhibitions — Well- 
defined  product  groups  with  prime 
market  prospects  and  identified 
buyers  are  drawn  together  at  U.S. 
trade  promotion  facilities  abroad, 
backed  up  by  intensive  promotion 
campaigns  to  attract  the  right 
buying  audience.  These  permanent 
facilities  are  located  in  Frankfurt, 
London,  Mexico  City,  Milan,  Moscow, 
Osaka,  Paris,  Seoul,  Singapore, 
Stockholm,  Sydney,  Taipei,  Tehran 
and  Tokyo.  Trade  Development  Offices 
are  located  in  Warsaw,  Moscow  and 
Vienna. 

□  "Between  Show  Promotions" — 
During  periods  between  major  trade 
center  shows,  individual  U.S.  firms, 
or  their  authorized    representa- 
tives, are  encouraged  to  use  these 
facilities  to  stage  one-company 
product  promotions  or  sales  semi- 
nars. 

□  Joint  Export  Establishment  Pro- 
motions  (JEEPs) — Tailor-made 
promotions  designed  to  help  small 
groups  of  U.S.  manufacturers  of 
related  products  to  inexpensively 
penetrate  new  markets  on  a  shared- 
cost  basis. 


□  Specialized  U.S.  Trade  Missions — 
The  U.S.  Department  of  Commerce 
organizers  and  sponsors  Trade 
Missions  covering  selected  product 
themes  based  on  available  market 
research  and   Foreign  Service 
recommendations,   establishes  the 
overseas  itinerary,  pays  the  Mis- 
sion's operating  expenses,  and 
provides  an  Advance  Officer  and 
Mission  Director. 

□  Catalog  Exhibitions — Special  dis- 
plays of  company  catalogs,  usually 
of  a  single  industry,  to  test  markets, 
develop  sales  leads,  and  locate 
agents  and  distributors. 

As  part  of  the  Bureau  of  International 
Commerce's  Export  Sales  Develop- 
ment Services,  the   Foreign   Buyers 
Program  arranges  plant  visits,  busi- 
ness appointments,  and  itinerary 
planning  for  foreign  buyers  visiting 
the   United  States. 

An  important  part  of  this  program, 
run  by  the  Office  of  Export  Develop- 
ment with  the  cooperation  of  the  U.S. 
Foreign  Service — State  Department, 
is  the  organization  of  visits  by  foreign 
buyer  groups  to  trade  shows  in  the 
United  States. 

For  further  information  regarding 
events  sponsored  by  or  participated  in 
by  the  U.S.  Department  of  Commerce, 
contact  any  one  of  the  43  Commerce 
District  Offices,  or  the  Country 
Marketing  Manager. 
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Management  Contacts  in  Overseas 
Department  Stores  and  Mail-Order  Houses 


George  W.  Timms 

Managing   Director  N.S.W. 
David  Jones  Ltd. 
86  Castlereagh  St. 
Sydney  N.S.W.  1,  Australia 

Alan   M.   Forbes 
Managing  Director 
Georges  Australia  Ltd. 
162  Collins  Street 
Melbourne,  Australia 

Kurt  H.  Weber 

Managing  Director 

Jurg  W.  Albrecht 

General  Director 

Gerngross  Department  Store 

Mariahilferstrasse   38-48 

A-1070  Vienna,  Austria 

Peter  Boeck 
Managing  Partner 
Kastner  &  Oehler 
A-8012  Graz,  Austria 

Hans  Aigelsreither 

Director 

Forum   Kaufhaus 

Hutteldorfer  Strasse  130 

A-1140  Vienna,  Austria 

Dr.  Sepp  Barwirsch 

General  Manager 

Modenmuller 

Hanns  Muller — Mezin  &  Cie  Kg 

Wienerstrasse  286 

A-8020   Graz,   Austria 

Philippe  Levy,  Buying  Director 
Innovation/Au  Bon  Marche 
Centre  International  Rogier 
1000  Brussels,  Belgium 

Juan   Roca 

Merchandising   Manager 
Galeries  Anspach 
Blvd.  Anspach  36 
B-1000  Brussels,  Belgium 

P.  Placet 

Buying  Director — hard  lines 

Sarma-Penney  Ltd. 

Rue  d'Argent 

1000  Brussels,  Belgium 

Peter  Husum 

Merchandise  Manager 

Ilium  Department  Store 

Ostergade  52 

DK-1001   Copenhagen  K.,  Denmark 

Preben  Olsen 

Merchandise  Manager 

Magasin  du  Nord 

Th.  Wessel  &  Vett  Ltd. 

Kongens  Nytorv  13 

DK-1095  Copenhagen  K.,  Denmark 


Michel  le  Moel 

Deputy   Director 

Galeries  Lafayette 

S.P.A.M. 

25  Rue  de  la  Chaussee  d'  Antin 

75446  Paris  Cedex  09,  France 

Jacques  Gourbaud 
Commercial  Director 
Printemps  S.A. 
102  Rue  de  Provence 
75009   Paris,   France 

Francois-Xavier  Duvoisin 

Manager 

Parly  2  Shopping  Center 

Avenue  Charles  de  Gaulle 

78150  Le  Chesnay,  France 

Richard  Richebraque 
Director  of  Purchasing 
La  Redoute  * 
57  Rue  Blanchemaille 
59081  Roubaix,  France 

Walter  Oberhomer 

Purchasing  &  Sales  Manager 

HADEKA 

102/104  Theodore  Heusse  Allee 

Frankfurt,  Germany 

L.F.  Krafft,  Import  Director 
Hertie  Department  Store 
Buerostadt  Niederrad 
6  Frankfurt/Main  1,  Germany 

August  Dencker 

Manager,  Import  Department 

Horten  AG 

Am  Seestern  1,  P.O.B.  1133 

D-4000  Dusseldorf  1,  Germany 


Egon  Gretz 

Manager,  Import  Department 
Karstadt  Aktiengesellschaft 
Theodor-Althoff-Strasse  2 
43  Essen-Bredeney,  Germany 

F.  Joachim  Kob 
Manager,  Import  Department 
Neckermann   Versand   K.  * 
Hanauer   Landstrasse  360-400 
6  Frankfurt  1,  Germany 

Benno  Janssen 

General  Buying  Manager 

Grossversandhaus  Quelle  * 

Kurgartenstrasse  1 

8510  Fuerth/Bayern,  Germany 

Robert  Young 
Asst.  General  Manager 
Crane  Stores  Ltd. 
606  Nathan  Road 
Hong  Kong,  BCC 

Kenneth   Ho 

Dragon  Seed  Ltd. 

39  Queens  Road,  Central 

G.P.O.  Box  79 

Hong   Kong,   BCC 

Daniel   Koo 

Managing  Director 

Shui  Hing  Co.  Ltd. 

Shui  Hing  House 

23-25  Nathan  Rd.,  Kowloon 

Hong   Kong,   BCC 

Daniel  P.K.  Au,  Manager 

Sincere  Ltd. 

173  Des  Voeux  Rd.,  Central 

G.P.O.  Box  9 

Hong  Kong,  BCC 

Russell  Kwok,  Manager 
Wing  On  Co.  Ltd. 
312  Des  Voeux  Road 
P.O.  Box  1508 
Hong  Kong,  BCC 

P.  Doody 
General  Manager 
Arnott's  of  Henry  Street 
Henry  Street 
Dublin,  Ireland 

Brian  Shields 

Secretary  &  General  Manager 

Clerys  Department  Store 

O'Connell  Street 

Dublin  1,  Ireland 

R.  Marinov 
Managing  Director 
Hamashbir  Lazarchan   Ltd. 
58  Shalma  Road 
Tel  Aviv,  Israel 

R.  Barouch 
General  Manager 
Shalom  Stores  Ltd. 
9,  Achad  Haam  Street 
Tel  Aviv,  Israel 

D.  Longo-Dente 

Director 

La  Rinascente 

Piazza  Carlo  Erba 

Milan  6,   Italy 
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Piero  Vernone 

Merchandise  Manager 

D.  Brugnoli 

Merchandising  Manager 

Standa 

Via  Celestino  IV,  6 

20123   Milan,    Italy 

Takao  Senda,  Manager 
Marketing  Planning  Division 
Daimaru   (Osaka) 
1-118,  Shinsaibashisuji 
Minami-ku 
Osaka,  Japan 

Shoiichiro  Torii,  Director 
Hankyu  Department  Store,  Inc. 
41  Kakuta-cho,  Kita-ku 
Osaka,  Japan 

Kuzumasa  Koshiba 

General  Merchandise  Manager 

Isetan  Company  Ltd. 

Shinjuku-Ku 

Tokyo  Japan 


Haruo  Imai,  President 

Toyoko  Chaya,  Asst.  Mgr.  Sales  Div. 

Marui  Imai  Department  Store  Ltd. 

1-2-11  Minami,  Chuo-ku 

Sapporo  060-91,  Japan 

Hiroshi  Satoh,  Manager,  Foreign  Dept. 
Central  Merchandise  Office 
Matsuzakaya  Co.  Ltd. 
Ginza,  Chuo-ku 
Tokyo  104,  Japan 

Tadayoshi  Sugita,  Managing  Director 

Mitsukoshi  Ltd. 

7,  1-Muromachi 

Hihombashi,  Chuo-ku 

Tokyo,  Japan 

Hiroaki  Fukuda,  Mgr.  Foreign  Dept. 

Seibu  Department  Store  Ltd. 

28-1    Minami-lkebukuro 

1-chome,  Toshima-ku 

Tokyo,  Japan 

Mr.  Komatsu 
Manager,  Foreign  Dept. 
Takashimaya  Co. 
2-4-1   Nihombashi 
Tokyo,  Japan 

G.  Polak 

Commercial  Director 
de  Bijenkorf 
Damarj  90a 
Amsterdam,  Netherlands 

J.  Blokker,  Director 
Gebr.  Blokker  B.V. 
Van  der  Madeweg  13 
Amsterdam,  Netherlands 

P.A.M.  Schretlen 
Director  Commercial   Affairs 
Vroom  &  Dreesman 
Spaklerweg   52 
Amsterdam,  Netherlands 

Y.T.  Wu,  President 
Tah  Shing  Department  Store  Ltd. 
82-86  Tah  Yung   Road 
Kaohsiung  800,  Taiwan 
Republic  of  China 

Yoshio  Tsutsui 
Merchandising  Manager 
Isetan  Emporium  Pte.  Ltd. 
Apollo  Hotel,  Havelock  Rd. 
Singapore  3 

Aileen  Lau 

Metro  Group  of  Dept.  Stores 

Holiday  Inn  Bldg. 

Scotts  Road 

Singapore 

Antonio  Perez  Gimenez 
Promotion  Director 
El  Corte  Ingles,  S.A. 
Hermosilla   112 
Madrid  9,  Spain 


Vincente  Perezpaya 
Sales  Promotion  Director 
Galerias  Preciados  S.A. 
M.  Molina  54-2 
Madrid  6,  Spain 

Arne  Jonson,  Director 
Ahlen  &  Holm  AB 
Ringvagen  100 
Stockholm,  Sweden 

Erik  Soderberg,  Managing  Dir. 
Per  Kalen,  Dir.  of  Marketing 
AB  Nordiska  Kompaniet 
Box  7159 
S-103  83  Stockholm,  Sweden 

W.  Gamper,  Hardware  Director 
E.  Aimer,  Clothing  &  Textiles  Dir. 
Central   Buying  Organization 
Jelmoli   Ltd.  Zurich 
Betriebsgebaude   Jelmoli 
8112  Otelfingen,  Switzerland 

R.  Gruenhut,  Marketing  Mgr. 
W.  Bollag,  Purchasing  Mgr. 
Maus  Freres 
Untengasse  6 
Basle,  Switzerland 

Abdelkader  Chaouch 

Director  General 

Magasin  General 

22,  Avenue  de  France 

Tunis,  Tunisia 

Peter  J.  Williams,  Deputy  Genl.  Mgr. 

Selfridges  Ltd. 

Oxford  Street 

London  W1,  U.K. 

*  denotes  Mail-order  house 
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Bibliography 


Foreign  Trade  Statistics 

*  FT  410.  United  States  Exports  of 

Domestic  and  Foreign  Merchan- 
dise, Commodity  by  County 
of  Destination.  U.S.  Department 
of  Commerce,  Bureau  of  the 
Census.  Contains  data  on  over 
800  classifications  of  consumer 
goods.  Price:  $10.20  single  copy. 

*  FT  990.  Highlights  of  U.S.  Export 

and  Import  Trade.  U.S.  Depart- 
ment of  Commerce,  Bureau  of  the 
Census.  Provides  Interrelated 
statistical  tables  identifying  im- 
portant movements  in  the  trade 
by  end-use  commodity  categories 
(including  15  consumer  goods 
categories),  country,  U.S.  Cus- 
toms District  and  method  of 
transportation.  Price.  $315  single 
copy. 
§  Market  Share  Reports.  U.S.  Depart- 
ment of  Commerce,  International 
Trade  Analysis  Staff.  Reports 
are  offered  in  two  series  con- 
taining 1968-72  data.  The  country 
series  has  75  titles  each  cover- 
ing imports  according  to  747 
UN  Standard  International  Trade 
Classification  (SITC),  price: 
$3.75  per  title;  the  commodity 
series  has  1,109  titles  each  pro- 
viding export  data  from  the 
United  States  and  13  other  major 
exporting  countries  to  92  coun- 
tries of  destination,  price  $2.75 
per  title. 

Market  Research  Reports 

The  following  reports  contain 
information  useful  in  the  planning  of 
export  sales.  They  were  obtained 
by  the  Office  of  International 
Marketing  from   market  research 
conducted  abroad  with  the  coopera- 
tion o  fthe  U.S.  Foreign  Service- 
Department  of  State. 

Australia 

§  Cosmetics    &    Toiletries,    DIB75-02- 

508 
§  Clothing   &  Shoes,   DIB75-02-503 
§  Sports  Equipment,  DIB75-02-505 
§  Beverages  &  Tobacco  Products, 

DIB75-02-507 


§  Recreation  Vehicles  &  Boats,  DIB75- 

02-502 
§  Domestic  Appliances,  DIB75-02-500 
§Toys  &  Games,  DIB75-02-504 
§  Home  Entertainment  Equipment, 

DIB75-05-510 
§  Jewelry  &  Watches,  DIB75-02-501 
§  Pharmaceuticals  &  Drug  Store  Items, 

DIB75-02-506 

France 

t  Leisure  Time  Equipment,  DIB72- 

08-505 
t  Pharmaceuticals  &  Cosmetics, 

DIB73-10-500 
§§  Women's  Ready-to-Wear,  DIB74- 

06-513 
§  Sports,  Leisure  &  Recreation 

Equipment,  DIB75-07-516 
§  Household   Appliances 

Germany 

§  "Do-it-Yourself"  Equipment  &  Sup- 
plies, DIB75-05-022 

Japan 

§  Tennis  and  Squash,  DIB75-07-034 
§  Leisure  Goods  and  Services,  DIB75- 

07-038 
t  U.S.  Housewares,  DIB73-08-504 
§  Sporting  &  Leisure  Goods,   DIB75- 

07-515 
§  "Do-it-Yourself"   Hobbycraft  Equip- 
ment, DIB75-07-512 
§  Floor  Coverings,  DIB75-07-037 
§  Costume  Jewelry,  DIB75-07-033 
§Auto   Accessories,    DIB75-07-036 
§  Water  Sports  Equipment,   DIB75-07- 

035 
§  Gift  Packages,  DIB75-07-039 
§  Furniture,  DIB  75-07-040 

Republic  of  China  on  Taiwan 

§§  Selected  Consumer  Goods,  DIB74- 
03-504 

§  Index  to  Foreign  Market  Reports.  A 
cross-indexed  catalog  of  U.S. 
Foreign  Service  and  Foreign 
Agricultural  Service  reports,  Com- 
merce Department  market  re- 
search reports  such  as  listed 
above,  and  various  international 
commercial  and  economic  report 
issued  or  released  by  the  De- 
partment of  Commerce.  Subscrip- 
tion price:  $10  annually. 

Periodicals 

"U.S.  Consumer  Goods  Sales  Outlook 
Strong  in  Far  Eastern  Countries," 
Commerce  Today,  April  28,  1975.  U.S. 
Department  of  Commerce,  Washing- 
ton, D.C.  20230. 


Others 

§  Markets  Abroad  for  U.S.  Consumer 
Goods.  1974.  U.S.  Department  of 
Commerce,  Bureau  of  Interna- 
tional Commerce.  A  collection  of 
reports  prepared  by  the  U.S. 
Foreign  Service-State  Depart- 
ment on  the  market  potential  for 
selected  U.S.  consumer  goods  in 
20  countries  as  of  1973.  Price:  $3. 

U.S.  Department  of  Commerce 

*  Overseas  Business  Reports.  U.S. 

Department  of  Commerce.  Each 
covers   marketing   and   "doing- 
business"  information,  economic 
data,  and  trade  statistics  in  a 
specific  country  or  area.  Ap- 
proximately 60  reports  are  issued 
annually.  Price:  50  0  single  copy. 

*  U.S.  Industrial  Outlook  1975.  U.S. 

Department  of  Commerce, 
Bureau  of  Domestic  Commerce. 
A  detailed  analysis  of  recent 
developments,  including  exports 
and  imports,  in  each  of  200  in- 
dustries and  projects  levels  of 
activity  for  1975  and  1980.  Price: 
$4. 

How  to  Obtain  the  Above  Publications 

The  above  publications  may  be 
ordered  from  the  following 
agencies: 

*  Any  of  the  U.S.  Department  of 
Commerce  district  offices  or  the 
Superintendent  of  Documents, 
Government  Printing  Office, 
Washington,   D.C.   20402. 

§  Single  copies  for  $10  or  less  from 
National  Technical   Information 
Service,   U.S.   Department  of 
Commerce,  Springfield,  Virginia 
22151. 

§§  On  loan  from  the  Foreign  Market 
Reports  Unit,  Office  of  Export 
Development,  U.S.  Department 
of  Commerce,  Room  1063,  Wash- 
ington,  D.C.  20230. 

t  On   loan   from  the   Library,   U.S. 
Department  of  Commerce,  Wash- 
ington, D.C.  20230. 

For  further  information  and  assistance 
contact  any  of  the  43  Commerce  dis- 
trict offices  located  throughout  the 
United  States. 
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Commerce 
Department 
District 
Offices 


Albuquerque,  N.M.,  (505)  766-2386. 
Anchorage,  Alaska,  (907)  265-5307. 
Atlanta,  Ga.,  (404)  526-6000. 
Baltimore,  Md.,  (301)  962-3560. 
Birmingham,  Ala.,  (205)  254-1331. 
Boston,  Mass.,  (617)  223-2312. 
Buffalo,  N.Y.,  (716)  842-3208. 
Charleston,  W.Va.,  (304)  343-6181,  Ext.  375. 
Cheyenne,  Wyo.,  (307)  778-2151. 
Chicago,  III.,  (312)  353-4450. 
Cincinnati,  Ohio,  (513)  684-2944. 
Cleveland,  Ohio,  (216)  522-4750. 
Columbia,  S.C.,  (803)  765-5345. 
Dallas,  Tex.,  (214)  749-1515. 
Denver,  Col.,  (303)  837-3246. 
Des  Moines,  Iowa,  (515)  284-4222. 
Detroit,  Mich.,  (313)  226-3650. 
Greensboro,  N.C.,  (919)  275-9111,  Ext.  345. 
Hartford,  Conn.,  (203)  244-3520. 
Honolulu,  Hawaii,  (808)  546-8694. 
Houston,  Tex.,  (713)  226-4231. 
Indianapolis,  Ind.,  (317)  269-6214. 
Los  Angeles,  Calif.,  (213)  824-7591. 
Memphis,  Tenn.,  (901)  534-3213. 
Miami,  Fla.,  (305)  350-5267. 
Milwaukee,  Wis.,  (414)  224-3473. 
Minneapolis,  Minn.,  (612)  725-2133. 
New  Orleans,  La.,  (504)  589-6546. 
New  York,  N.Y.,  (212)  264-0634. 
Newark,  N.J.,  (201)  645-6214. 
Omaha,  Neb.,  (402)  221-3665. 
Philadelphia,  Pa.,  (215)  597-2850. 
Phoenix,  Ariz.,  (602)  261-3285. 
Pittsburgh,  Pa.,  (412)  644-2850. 
Portland,  Ore.,  (503)  221-3001. 
Reno,  Nev.,  (702)  784-5203. 
Richmond,  Va.,  (804)  782-2246. 
St.  Louis,  Mo.,  (314)  425-3302. 
Salt  Lake  City,  Utah,  (801)  524-5116. 
San  Francisco,  Calif.,  (415)  556-5860. 
San  Juan,  P.R.,  (809)  723-4640. 
Savannah,  Ga.,  (912)  232-4204. 
Seattle,  Wash.,  (206)  442-5615. 


Country 
Marketing 
Managers 
Series 


Commercial  and  economic  information  on  most  trading 
partners  of  the  United  States  is  available  from  the 
Bureau  of  International  Commerce,  U.S.  Department  of 
Commerce. 

The  Bureau  is  organized  geographically  with  a  Country 
Marketing  Manager  responsible  for  a  country  or  group 
of  countries  as  listed  below.  Assistance  or  information 
about  marketing  in  these  countries  may  be  obtained  by 
dialing  these  key  people  directly:  202-377  plus  the  given 
extension. 


Africa 

West  and  Central  Africa 
East  and  South  Africa 

Europe 

France  and  Benelux  Countries 
Germany  and  Austria 
Italy,  Greece  and  Turkey 
Nordic  Countries 


3865 
4927 

4504 
5228 
3944 
3848 


Spain,  Portugal,  Switzerland  and  Yugoslavia        2795 
United  Kingdom  and  Canada  4421 


Far  East 

Australia  and  New  Zealand 
East  and  South  Asia 
Japan 
Southeast  Asia 


2648 
5401 
2425 
2522 


Latin  America 

Brazil,  Argentina,  Paraguay  and  Uruguay  5427 

Mexico,  Central  America  and  Panama  2314 

Remainder  of  South  America  and  Caribbean 

Countries  2995 

Special  units  within  the  Department  of  Commerce  have 
been  created  to  deal  with  particular  marketing  situa- 
tions: 

Commerce  Action  Group  for  the  Near  East 
North  Africa  5737 

Near  East 

Bahrain,  Iraq,  Jordan,  Kuwait,  Lebanon,  Oman 
Peoples  Democratic  Republic  of  Yemen,  Qatar 
Saudi   Arabia,    Syria,    United    Arab    Emirates 
Yemen  Arab  Republic 
Iran,  Israel,  Egypt 

Bureau  of  East  West  Trade 

Eastern  Europe 

USSR 

Peoples  Republic  of  China 


5767 


3752 

2645 
4655 
3583 
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